Introduction
Due to the development of private healthcare, the creation of large -even multinational-hospital groups in several countries, the patients' active role and the consolidation of Web 2.0 hospitals have led to investments in increased resources to the professional management of corporate communication (Medina, 2011) .
Communication managers shoulder the primary function of positioning the brand in the minds of stakeholders (Brown, Dacin, Pratt, & Whetten, 2006) which included increasing its credibility (Hyun & Whitehill, 2011) . Brand promotion among employees is critical to any organization (Abratt&Kleyn, 2012; Vallaster &Lindgreen, 2011; Webster& Keller, 2004) . Of special importance in the hospital setting, where the employee is the primary communicator, it is necessary for corporate communication managers to make the brand active and use it to unite all of a hospital's employees with respect to the hospital's culture and mission (Naveen, Anil, &Smruthi, 2014) . The brand helps the employee commit to the organization (Argenti, 2003) . For that reason, corporate communication managers need means by which to help employees communicate effectively and build identifications with one another and with patients.
Patients are becoming more selective in choosing their health products (Sparer, 2011) ; it is essential that hospitals communicate their brand to patients, establish an emotional connection between the employees and patients (Kemp, Jillapalli, &Becerra, 2014) and be capable of building trust with them (Naveen et al., 2004) . In sum, as brand reflects customer satisfaction (Anisimova, 2013) , corporate communication needs a means by which to communicate effectively to help employees deliver excellent care and build lasting relationships with patients. Thus, interpersonal, internal, and corporate communication are inherently interconnected and interdependent.
Hospitals' Brand Architecture
Like those for any organization, the corporate communicators for hospitals must understand and strategic employ brand architecture, which, according to Nieto (2005) , consists of five elements: identity, values, mission, vision, and culture. These architecture are part of the foundation for the strategic formation of corporate identity. Define precisely these five elements is essential to ensure a unique brand perception. This is a strategic work that hospitals do before spreading their brand among its stakeholders, hence the need to fully understand each element.
Corporate identity refers to the personality of the organization, i.e., its history, ethics, philosophy, behavior, and standards (Capriotti, 1999) . This identity is a source of competitive advantage (Atakan & Eker, 2007; He & Balmer, 2008 ) that also influences the organization's reputation (Abratt & Kleyn, 2012) . The identity is related to the image and vision of the company (Van Riel & Fombrun, 2007) and its strategy. In fact, strategy and identity are interdependent (Balmer, Stuart, & Greyser, 2009; He & Balmer, 2013) . The objective of corporate identity is to strategically differentiate the company's positioning and its services in the eyes of stakeholders (Cornelissen, 2004) and to persuasively transmit the brand's potential to these stakeholders (Balmer, 2012) .
In addition to identity, hospitals must define their corporate values. These values guide the organization in its policies, planning, and communications (Morel, 2005) and help it build community among employees (Barret, 2003) . Values are reflected in worker behavior (Cornelissen, 2004; Jaakson, 2010) and are a key to an organization's success (Sheehan & Isaac, 2014) . For those reasons, companies devote substantial effort to informing employees about the importance of knowing and respecting corporate values (Aggerholm, Andersen, Asmuß, & Thomsen, 2009 ). To help create brand equity, corporate values should add unique value to an organization's brand that no competitor can imitate (Urde, 2003) . Therefore, it is critical that these values be rooted in the worldviews of the company's directors, other employees and stakeholders (Thomsen, 2005) .
In addition to identity and values, the third element of a hospital's brand architecture is its mission. "Mission" refers to the organization's economic, social, or community objectives (Nieto, 2005) . Mission guides the organization's employees toward a common goal (Cochran, David, & Gibson, 2008) and defines their work practices and work quality (Blair-Loy, Wharton, & Goodstein, 2011) . The mission enables company stakeholders to learn the company's intentions (Bartkus & Glassman, 2008) , its unique goals. Adding meaning to the organization's goals improves communication with the stakeholders (Desmidt, Prinzie, & Decramer, 2011) because it shapes the rationale for communication as well as its message content.
Once the hospital has defined its identity, values, and mission, the element vision, which, according to Barret (2003) , consists of a compelling statement of the goal that the organization intends to achieve in the longterm. In addition to its long-term nature (Nieto, 2005) , each vision should be concise, clear and capable of inspiring employees (Kantabutra, 2008) . Above all, it should encompass all of the interests of the organization and be viewed by employees as desirable (Kantabutra & Avery, 2010) . Additionally, the vision must define an objective for the brand and integrate corporate values with the objective (De Chernatony, 2010) . Companies should define the vision and mission so that stakeholders can understand an organization's objectives and the strategies used to achieve them (Toftoy & Chatterjee, 2004 ).
As they combine to express an organization's brand, identity, values, mission and vision express the organization's functionality, the perspectives of how it works -its corporate culture-to differentiate each hospital from others. The corporate culture embodies an organization's identity (Mora, 2009) , is a source of behavioral inspiration for employees (Marshall & Adamic, 2010) and helps the organization implement a unique way of working that contributes to its brand personality (Salzer-Mörling & Strannegard, 2004) . In hospitals, corporate culture expresses the organization's ability to align its mission, values and professional practices every day so that, in this way, the hospital can strategically provide a health service with value added brand equity (Nelson, Taylor, & Walsh, 2014) . Corporate culture supports employee engagement and encourages them to perform their jobs well (Pinho, Rodrigues, & Dibb, 2014; Whiteley, Price, & Palmer, 2013) . Based on what and how an organization communicates (Wright et al., 2008) , its corporate culture should be consistent with its brand and corporate values (De Chernatorny & Cottam, 2008) .
Once the hospital has defined its brand architecture (i.e., identity, values, mission, vision and culture), it needs to use these elements to express the hospital's brand image to its stakeholders. Effectively accomplished, brand shapes how stakeholders perceive the organization and relate to it (Balmer&Greyser, 2002; He & Balmer, 2008) . As the outcome of the organization's communication, stakeholders should perceive the attributes and values that form the brand image (Costa, 2006) . This image must be aligned with identity elements, especially those of vision and corporate culture (Gregory, 2007) . Otherwise, an inconsistency between image and corporate identity may result in an organizational crisis (Chun, 2005) . Managing the brand image is a strategic issue for any company (Morel, 2005) because it determines the success of organizational marketing (Balmer & Greyser, 2006) and the value that the organization can add to its products/services and employees (Van Riel & Fombrun, 2007) . Brand image, efficiently used, can become an indispensable means for building an organization's corporate reputation (Capriotti, 1999) .
Diffusion of Hospital Brand Architecture Through Facebook
As a result of their participatory nature and the user's prominent role in the communication process (Adams, 2010; Eysenbach, 2008) , social media have become fundamental to generating brand value and corporate recognition (Fanion, 2011; Jensen, Muñiz, & Arnould, 2009 ). Thus, hospitals are increasingly turning to social media not only because they help patients better understand diseases and treatments (Kamel & Wheeler, 2007) but also because they enable hospitals to improve the services offered ( Van de Belt, Berben, Samson, Engelen, & Schoonhoven, 2012) and to establish a more fluid communicative relationship between the health professional and the patient (Rozental, George, & Chacko, 2010; The Change Foundation, 2011) .
"Moreover, patients are increasingly active in social media: the most popular social media for patients, Patientslikeme, has more than 400,000 members; 41% of patients are using social media to choose a specific hospital or medical facility, and 55% of patients trust information via social media from hospitals (Expio, 2015) ".
To gain full impact of such communication, organizations use brand architecture to shape their image and create their brand, hospitals utilize various media, among which the Internet and social media are prominent.
Disseminating the brand over the Internet is key to reaching external stakeholders (Okazaki, 2006) and helping employees establish an image of their organization (Heilmann, 2010) .
Facebook is a prominent social media, perhaps the most important such network worldwide. As of June 2014, the service has 829 million active daily users, of whom 654 million access the service on mobile communication devices (Facebook Newsroom, 2014) . The communicative impact of this social media led Gómez and Soto (2011) to argue that corporate use of such social media should be managed by public relations professionals. The strategic management of Facebook involves developing basic structures with the latitudes and confinements of regulatory frameworks (Linke & Zerfass, 2013) . Only by being professionally managed can the communicative potential of this network be exploited (Wright & Hinson, 2009 ).
Facebook is a means to implement institutional communication strategies (Waters, Burnett, Lamm, & Lucas, 2009 ) because of the several advantages that the social media provides: it promotes corporate identity (Booth & Matic, 2011) through the diffusion of elements such as mission and vision (McCorkindale, 2010) , helps generate brand recognition (Tsimonis & Dimitriadis, 2014) , creates a sense of community between the user and the brand (Hays, Page, & Buhalis, 2013) , and positively affects the organization's brand image (Bruhn, Schoenmueller, & Schäfer, 2012) .
It has become well established in users communication protocols. Consumers tend to spend more time on Facebook pages than corporate business pages (Levy & Birkner, 2011) . In fact, 80% of users or social media prefer Facebook as the means through which branded entities contact them (Business2Community, 2013).
Because of its capabilities and wide adoption, Facebook has become a decisive platform to generate commitment from consumers and strengthen consumer relationships with companies (Brodie, Ilic, Biljana, & Hollebeek, 2011) . For a brand, it is risky not be present in a communication channel as powerful as Facebook (Divol, Edelman, & Sarrazin, 2012) . Thus, Facebook has become a fundamental instrument for the branding activities of any company (Hutter, Hautz, Dennhardt, & Füller, 2013) . In this article, the first 300 hospitals on this list are analyzed, that is, the 300 US hospitals that have an independent Web domain and relatively more Internet visibility; and the results obtained are compared with the analysis done about the 100 hospitals on the bottom in order to make a stronger study about the use of brand communication in social media.2
To study the brand communications of each hospital, we analyzed the official corporate page that each hospital has on Facebook. That is, the Facebook profiles of individual hospital departments or unofficial profiles were not considered. On each hospital's official Facebook page, three sections were examined (Information, Events and Videos), and a total of 10 indicators were used to determine the richness of corporate communications (view Table 1 
Results
Our investigation of the strategic communication of brand architecture was based on three principles: order, clarity, and internationality. Order implies that only information presented in an orderly manner in the different sections analyzed on Facebook was considered. Information that appeared in a dispersed manner in other sections was not analyzed. Clarity implies that only the corporate items that are clearly identified as such by the hospital itself (e.g., mission and values) were considered. Texts and images that describe aspects of the hospital in an unclear manner were not analyzed. Internationality implies that only the hospital profiles that are in English were analyzed. Those that were written in other local or foreign languages (e.g., Spanish) were not considered.
The first finding is that, in relation with the first 300 hospitals, 94% of the analyzed hospitals have an active
Facebook profile that is used as the hospital's official page in this network. That is, of the 300 analyzed hospitals, only 18 did not have a Facebook profile or had a profile that was not activated or did not contain any information. The 10 indicators considered in this analysis were used to assess how the top 300 US hospitals disseminate their brand architecture. In the following, the results are presented for each of the elements of this architecture (i.e., identity, values, mission, vision, and corporate culture) and for corporate image.
Identity
To identify this element, two indicators were used: a) a description of the hospital and b) links to the hospital's other corporate websites. According to the data, 92.20% of the hospitals provided a description of their organization, and 99.30% of hospitals provided links to other corporate websites in which their organization is present (e.g., affiliated universities or research centers).
Values
This indicator was used to assess whether each hospital stated its corporate values. According to our analysis, 2.13% of the hospitals describe their values.
Mission
This indicator was examined by examining whether each hospital described it corporate mission. The results indicate that 18.80% of the hospitals provided this description.
Vision
Similarly, this indicator was used to determine whether each hospital described its vision. It was found that 6.02% of the analyzed hospitals describe their vision.
Corporate Culture
To study this element, two indicators were used: a) a description of awards and recognition received by the hospital and b) corporate videos in which hospital medical personnel prominently appeared. Analysis revealed that 18.80% of the hospitals advertised their awards and recognitions, and 18.09% provided corporate videos in which the prominent figures were health professionals who were employed by the hospital.
Corporate Image
To assess this element, three indicators were used: a) a description of historical milestones, b) the presence of the corporate logo in the profile picture and c) a description of corporate events in which the hospital participated. According to the results, 43.97% of the hospitals cite the milestones that have played a leading role in the organizations' history (i.e., organizational expansion or research findings), 87.59% use a corporate logo as the main image on their Facebook profile, and 32.27% describe a corporate event in which the hospital participated (e.g., conferences or seminars on health prevention).
As shown in Table 2 , 80.5% of the 300 hospitals utilize three to five of the 10 indicators. Additionally, no hospital with an active Facebook profile failed to utilize at least one of the 10 indicators. The four hospitals that utilized the most indicators (a total of eight indicators each) were the University of Pittsburgh Medical Center, the Carolinas Healthcare System, the Palo Alto Medical Foundation and NCH Healthcare System, Naples Hospital (Table 3) . Finally, the three most frequently appearing indicators were links to the hospital's other corporate websites, the description of the hospital organization and the presence of the hospital's corporate logo in the profile picture (Table 4) . Based on these and other findings, each of the research questions can be answered:
Regarding RQ1, results suggest that US hospitals believe Facebook is a strategic tool for disseminate brand That is, Facebook seems to be perceived to be a useful tool for corporate communications, but it is under utilized according to the method applied in this study The interactivity options that Facebook offers enable organizations to encourage "virality" and improve the attitude of stakeholders toward their brands (Thackeray, Hanson, & McKenzie, 2008 organizations still must improve their use of the many tools applied to promote consumer-generated advertising and viral marketing. In social media, a hospital's brand identity is created through the profile.
Therefore, it is important that photographs of the organization and information on the organization's history appear in this profile (Scott, 2010 This article analyzed the usefulness and completeness of social media as a means for hospitals to disseminate their brand architecture. For such organizations, social media pose radical challenges that require hospitals to modify their communications strategies (Ratzan, 2011) if they are to properly manage the corporate image that is transmitted (Park, Rodgers, &Stemmle, 2011) . Among social media, Facebook is prominent. Organizations that project an attractive brand identity through this social media can attract many visitors to their professional community (Tuten, 2008) and thereby more efficiently achieve their organizational goals (Park et al., 2011) . These goals include reaching key publics and establishing the organizations' brand architecture. However, and this is crucial, even the highest ranked hospitals seem to underutilize Facebook because they do not use all of the elements of brand architecture. This is even more the case for the lower ranked hospitals.
The results presented in this study provide a solid basis for future research. 
Conclusions
Social media networks are substantially transforming the institutional communications conducted by hospitals. There are several cornerstones in which hospital communications participate in social media.
Among them are the active role of the patient, the increased presence of health professionals, the content integration and the need to constantly disseminate scientific content. As networks make for information about hospitals available to patients, those patients become seemingly insatiable in their search for information. This spiral effect suggests that the best hospitals, the ones with the most to say about their identity, mission, vision, values, culture, and image can and are taking advantage of the potential offered by Facebook.
In conclusion, three final ideas are worth noting. First, to properly integrate social media into a hospital's overall institutional communications plan, professional management of social media use is necessary.
According to the study about the first 300 hospitals, only 37 hospitals utilize six or more indicators, and most hospitals do not describe transcendent corporate issues, such as the hospital's mission, vision, and values.
According to the 100 bottom ranked hospitals, none hospitals describe its vision, values and only 6.45% explain its corporate mission. Second, the use of video as a tool for corporate communications on Facebook is not wide spread. In fact, only 18.09% of the leading 300 hospitals analyzed provide videos in which the leading figures are health professionals. Video represents an interesting opportunity for those hospitals that wish to reach all audiences, particularly young audiences and journalists. Third, beyond the concrete results of this study, it should be noted that before activating their Facebook profile, hospitals should reflect strategically on the communicative goals they wish to achieve through Facebook, the indicators they will use to measure their progress and the mechanisms that will enable continuous improvement in the pursuit
